Customer knowledge represents an important organisational asset that organisations would utilize and manage to gain a competitive advantage. The purpose of this study is to develop and test a model to explain the role of customer knowledge management in service recovery performance; through examining the impact of Customer Knowledge Management (CKM) process on Service Recovery Performance (SRP), based on the perspective of the Egyptian National Railways' employees. It also attempts to measure how employees and customers evaluate the Egyptian National Railways' actual performance of service recovery. This paper has demonstrated the value of managing customer knowledge effectively in order to achieve a higher performance on service recovery. The empirical results indicated that organisations need to capture, share, acquire, and apply customer knowledge successfully in order to improve their service recovery performance. The results also demonstrated that employees evaluate their performance regarding the service recovery more positively than what customers do.
Introduction
Knowledge workers and service economy have become global megatrends since the beginning of twenty-first century. Managing customer knowledge becomes increasingly important in the rise of the service economy. Customer knowledge represents an important organisational asset that organisations would utilize and manage to gain competitive advantage (El-Helaly et al., 2013). Customer knowledge is useful to an organisation in terms of generating aggregate markets knowledge, providing tailored solutions to meet customers' changing demands, and support long-term customer relationships (Salojarvi, 2009; Sofianti et al., 2009; Williams, 2014) . Organisations could manage CK in order to improve innovation, support research and development, and facilitate organisation's sense of emerging market opportunities (Sofianti et al., 2009 ).
CKM is considered as a continuous strategic process by which organisations enable their customers to move from being passive buyers and information sources, to become empowered knowledge partners (Chen and Huang, 2011) . CKM also represents an organisational approach that organisations utilize to support the role of their customers as value co-creators within the organisation (Belkahla and Triki, 2011 ).
On the other hand, service involves the exchange of time, efforts, and money between an organisation and its customers; both of them have expectations about the quality of service (Najjar, Smithy and Kettingerz, 2010 ). The quality of service depends on various factors, such as: customer's expectations, and the attitude and behaviour of front-line employees. In addition, many services are produced and consumed at the same time leaving no room for inspecting it before delivered to customers. This implies that it is virtually impossible for the organisations to deliver error-free services even if they are fully committed to provide high-quality services for their customers (Río-Lanza et al., 2009). Poor service delivery not only harms the long-term profitability of a firm but also threaten the sustainability of the firm.
Service Recovery (SR) refers to taking the appropriate action that would turn the mistake or failure in service delivery into a positive and favourable situation (Gustafsson, 2009 ). It typically comprises action and process an organisation attempt to rectify the error (Río-Lanza et al., 2009). Common approaches to SR include the following: communicating with unsatisfied customers, apologising to customer for the inconvenient situation, providing customer with a timely feedback, empowering employees to act and make decisions regarding the problem at hand, and ensuring that employees are professional and well-dressed when dealing with unsatisfied customers (Boshoff, 2005) . A successful implementation of SR allows service-providers to regain customers trust, minimise further potential losses and even increase customer loyalty (Boshoff, 2005; Liao, 2007; Wang et al., 2011) .
Based on literature review, it is a widely held view that customer knowledge is recognised as a vital organisational resource that organisations could manage to improve the processes of customer service and retention. However, limited understanding of its impact on service recovery performance is known. Therefore, the current research attempts to fill this research gap through empirically investigating the impact of customer knowledge management process on service recovery performance. The remainder of paper is organized as follows: first, the literature review is discussed. Next, the research model and hypotheses is constructed. After that, the research method and the empirical study results are outlined. Finally, research implications, limitations and recommendations are presented.
Literature Review
Many scholars started to realise the importance of managing knowledge and that knowledge could came from diverse sources including customers, employees, partners, products, processes, competitors, and experiences (García-Murillo and Annabi, 2002). Equally, many organisations have indeed recognised the value of sharing and managing knowledge from different sources but the practices of disseminating knowledge typically take place within the organisations. In line with García-Murillo and Annabi, (2002), this paper argues that, by gaining customer knowledge, companies can capture richer content of customer preference and make improvements accordingly.
Customer Knowledge (CK)
Customer knowledge is widely accepted as a dynamic combination of experience, values, contextual information, and expert insight which is needed, created and observed during the transaction and exchange between customers and the organisation and that provides a framework for evaluating and incorporating new experiences and information (Roy and Stavropoulos, 2007; Jochems, 2013) .
Previous studies identified three types of customer knowledge. First, knowledge about customer represents the knowledge type that organisation attains to know its target customers better (Wu et al., 2013) . Organisations require this knowledge to identify their customers' requirements; so as to address them in a personalized way (Williams, 2014) . Second, knowledge for customer refers to knowledge type provided by organisation to its target customers (Parirokh et al., 2009 ). It could flow from the organisation to its customers -regarding its products, markets and suppliers -with the aim of supporting them (Salomann et al., 2005; Williams, 2014) . And last but not least, knowledge from customer is the knowledge type that resides within customers' minds and that organisation attains to support its products (Wu et al., 2013) . This type of knowledge generated and captured through customer interactions with the organisation (Daghfous et al., 2008 ; Garcia-Murillo and Annabi, 2002; Williams, 2014).
Customer Knowledge Management (CKM) Process
CKM is defined as "the process of capturing, sharing, acquiring and applying all types of customer knowledge in order to create value for both customers and the organisation" (El-Helaly, 2013: 32).
The process of CKM as introduced by Garcia-Murillo and Annabi (2002) consists of three stages, which includes; knowledge revealing, knowledge sorting, and knowledge levelling. Essentially, these three steps focus on a continuous process of satisfying information needs for both customers and companies. On one hand, there is a need for customers to understand product or service offerings; on the other hand, there is a need for better understanding of the customer preferences. The information seeking behaviours from both sides play an imperative role here. In a similar vein, Su et al. (2006) presented an E-CKM model which consists of four stages: product features/benefit identification, customers' needs categorization, market segmenting for converting tacit customer knowledge into codified knowledge, and customers' needs pattern extraction. While the CKM as proposed by Garcia-Murillo and Annabi (2002) derives from social interactions among customers and employees, the E-CKM comes from the use of web-based survey and data mining techniques. Dalkir (2005) presented an integrated CKM process model including three stages: customer knowledge capture, customer knowledge sharing, and customer knowledge acquisition and application. In the transition from customer knowledge capture stage to the stage of customer knowledge sharing, knowledge content is assessed. In order to understand and utilize this knowledge it has to be contextualized to move into knowledge acquisition and application stage. This stage then feeds back into the first one in order to update the knowledge content. The integrated CKM process model is outlined in Figure 1 . According to this model, organisation captures customer knowledge either directly or indirectly. This customer knowledge is then accessed and shared by the employees in order to be contextualized; so that it could be used for enhancing and updating existing services; and developing new and innovative services. Explanations on each of the three major stages of the integrated CKM process model are discussed below.
Customer Knowledge Capture
Knowledge capture refers to the identifying and gathering existing knowledge both internally within the organisation, and/or externally from its environment. This stage is related to two types of customer knowledge which are knowledge about customer and knowledge from customer. These types of customer knowledge are initially captured either directly or indirectly through data mining or knowledge discovery.
Customer Knowledge Sharing
During this stage customer knowledge is integrated, disseminated, and shared among employees and other decision makers within the organisation. The organisation distributes knowledge among its employees and encourages them to share their knowledge.
Customer Knowledge Acquisition and Application
During this stage employees understand customer knowledge (i.e. knowledge acquisition); and apply it in supporting and modifying existing services or in developing new innovative services. Organisations are able to search their customer knowledge repositories for specific information related to the problem they are solving in order to provide better service and build sustainable customer relationships.
Service Failure (SF)
It is nearly impossible to eliminate all service failures due to the intangibility and inseparability characteristics of service (Wang et al., 2011) . Service failure occurs when a customer is dissatisfied or feels negatively about the service (Patterson, Cowley and Prasongsukarn, 2006) or when the customers' perceived service quality falls below their expectations (Akbar et al., 2010) . However, the core service failure do not directly leads to brand switch; rather, the main factor that caused an unhappy customer switched to another service provider is the failure to handle customer complaints and the subsequent customer dissatisfaction (Keaveney, 1995 ). An effective performance management system must therefore include assessment of service recovery strategies especially for service industry.
Service Recovery (SR)
Empirical studies indicated that satisfactory service recovery not only eliminates potential negative word-of-mouth intention (Casidy and Shin, 2015) but also improves overall satisfaction (Boshoff, . Service recovery could be defined as the strategy undertaken by an organisation to identify and correct the service failure in order to retain customer satisfaction and loyalty (El-Helaly, 2013). It refers to taking the appropriate action that would turn the mistake or failure in service delivery into a positive and profitable situation.
The success of the organisation in implementing an effective service recovery would increase the level of customer confidence; and as a result, those satisfied customers would spread positive word-of-mouth about the organisation (Gustafsson, 2009 ). On the contrary, poor service recovery could lead to customer anger (Joireman et al. 2013 ) and negative word-of-mouth (Casidy and Shin, 2015).
Service Recovery Performance (SRP)
Service recovery performance is considered as an important strategic issue in the literature of services marketing (Rod, Ashill and Carruthers, 2008) . Service recovery performance is defined as "the behaviours in which customer service employees who directly handle customer complaints engage to recover customer satisfaction and loyalty after service failures" (Liao, 2007, p. 476 (. It is concerned with the actions taken by employees to implement the organisational service recovery strategy (El-Helaly, 2013). Low level of SRP leads to undesired outcomes for any organisation; so that organisations need to understand the factors that affect the organisational efforts in response to SF in order to minimize its negative effects on organisational effectiveness (Rod, Ashill and Carruthers, 2008) .
Effective service recovery is not just an after-thought, but is rather an intentionally designed part of a service delivery system that has been planned into the service design in support of the service concept (Chaharsoughi, 2008) . As a result, the goal of service recovery is not only to correct specific instances of service failure, but also to improve the service delivery system so as to precluding any future instances of failure; enhancing customers' overall perceptions of service quality; and supporting long-term customer relationships (Vaerenbergh, Vermeir and Lariviere, 2010).
Effective service recovery can be achieved through communicating with the dissatisfied customer, being compassionate, providing feedback, providing an explanation for the service failure, empowering employees to communicate suitably with customers, and ensuring that employees dealing with customers are well-dressed (Boshoff, 2005) . Moreover, Gu and Ye (2010) argued that service organisations can offer a variety of compensations for service recovery, ranging from monetary compensation such as discount for future services to social compensation such as an apology.
To evaluate the effectiveness of service recovery, a number of researchers (e.g. Boshoff, 1999 Boshoff (1999; which highlights the need of showing compassion and immediacy. Boshoff (1999) developed a six factor structure "RECOVSAT" an instrument to measure customer satisfaction with the efforts of service recovery: communication, employee empowerment, feedback, atonement, explanation, and tangibles. In 2005, Boshoff conducted an empirical assessment of the psychometric properties of "RECOVSAT" and confirmed that "RECOVSAT" is a useful processbased metric to measure the functional quality of service recovery.
In a similar vein, scholars such as Rod et al. (2008) and Boshoff and Allen (2000) measured Service Recovery Performance (SRP) using the following five statements: (1) considering all the things I do, I handle dissatisfied customers quite well, (2) I don't mind dealing with complaining customers, (3) no customer I deal with leaves with problems unresolved, (4) satisfying complaining customers is a great thrill to me, and (5) complaining customers I have dealt with in the past are among today's most loyal customers.
Liao (2007) presented a five-dimension model to measure Service Recovery Performance (SRP), these dimensions are: making an apology, problem solving, being courteous, providing an explanation, and prompt handling, as discussed below.
Making an apology
Customer complaints indicate that he identified the problem and blamed the organisation. Thus, denial of responsibility will be poorly received. By apologising to customers, the organisation and its employees accept the responsibility for service failure, and regret for negative events. Research shows that apology is associated with higher customer satisfaction following a service failure.
Problem solving
Beyond receiving an apology, customers typically expect the mistake to be corrected and the problem to be resolved in. If service employees fail to solve the problem, customers will feel that they have not received the outcomes they expect and deserve. At this point, the service employees' ability to solve the service problems can influence customer satisfaction and service quality evaluations.
Being courteous
It is an important dimension of SRP that consists of customer service employees' behaviours that demonstrate politeness, respect, friendliness, and patience when interacting with customers. It is an important dimension of SRP that may influence customer satisfaction with service recovery through its impact on customer-perceived justice.
Providing an explanation
It refers to providing customer with a clear and reasonable cause for service failure. Customers view the explanation as an important piece of information, a valuable outcome, and a means to understand and control their service environment. In addition, open communication may alleviate customers' bad feelings about the service failure.
Prompt handling
It refers to service employees' quick response to a customer complaint. Customers may view this prompt response as a valuable outcome and an appropriate way for the service employee to communicate and interact with customers.
Problem Statement
Service recovery represents a "second chance" (Joireman et al., 2013 ) for organisations to rectify mistakes and redress service failures effectively. Moreover, Rod et al. (2008) suggested that satisfying unhappy customer due to service failure is more important than pre-failure satisfaction. This implies that customers who encountered service failure and their issues are resolved are more likely to revisit the store and make another purchase than those who did not experience any service failure. However, repeated service failures may not be able to recover to a customer's full satisfaction (Boateng and Agyemang, 2015) despite the service recovery strategy is appropriate and timely. Tax and Brown (1998) stated that most customers are dissatisfied regarding the service recovery performance due to ignorance of customer needs and expectations in their attempt to redress the failure.
A pilot study was conducted based on structured personal interviews with railway stations' managers and a convenience sample of 50 train passengers (El-Helaly, 2013). This pilot study concluded that the service provided by the ENR has encountered some problems and failures, and customers are not satisfied with its SRP. This could be attributed to the fact that ENR do not take customer knowledge (e.g. customer's needs, and expectations) when implementing its service recovery process. In short, there is a discrepancy between the ENR's service recovery activities and its customers' desires and expectations of the acceptable level of the service recovery performance.
Research Model and Hypotheses

Conceptual Research Model
This research developed a simple model (figure 2) to examine the impact of CKM process on SRP that integrated the process of CKM provided Dalkir (2005) 
Research Hypotheses
Organisations need to manage their customer knowledge; in order to know what customers need and expect from them, in terms of the service failure. Then, they would compare such customer knowledge with actual service recovery performance to determine whether it is effective or not (Boshoff, 1999) . Therefore, the current research investigates the role of CKM process in SRP, through testing the following hypothesis: H1. Customer knowledge management process has a significant impact on service recovery performance.
Guo and Niu (2007) indicated that organisations have to capture and share customer knowledge effectively; and when a service failure occurs, they would apply customer knowledge to implement service recovery successfully; so that, the current research tries to identify whether each stage of CKM process (i.e. CK capture, CK sharing, CK acquisition, and CK application) have a significant impact on SRP; through testing the following hypothesis:
H2. Customer knowledge management stages (i.e. CK capture, CK sharing, CK acquisition, and CK application) have a significant impact on service recovery performance.
Bitner et al. (1994) mentioned that it is important to evaluate the service performance from both service provider and customer perspectives; as the service encounter involves those two parties. Therefore, the current research aims at evaluating the service recovery performance not only from customers' point of view, but also from employees' point of view, through testing the following hypothesis: H3. There are no significant differences between the Egyptian National Railways' employees and its customers in terms of their evaluation to service recovery performance.
Research Methods
Population and Sample
The current research has two populations: (1) Population of the ENR's employees that includes all front-line employees (i.e. employees who deal directly with train passengers). (2) Population of the ENR's Customers consists of all the train passengers. A census technique was used to collect primary data from the employees' population, whereas an intercept sample consisting of 384 passengers was taken from the customers' population.
Questionnaire Design
The questionnaire provided to ENR's employees consists of two parts containing 39 statements (see Table 1 ). The first part was designed to examine CKM process and it contains four constructs: CK capture reflected by statements (1-4), CK sharing reflected by statements (5-9), CK acquisition reflected by statements (10) (11) (12) , and CK application reflected by statements (13) (14) (15) (16) (17) (18) (19) (20) (21) (22) . The second part was designed to identify SRP and it includes five constructs: making an apology reflected by statements (23) (24) (25) , problem solving reflected by statements (26) (27) (28) (29) , being courteous reflected by statements (30) (31) (32) (33) , providing an explanation reflected by statements (34-36), and prompt handling reflected by statements (37-39). The questionnaire provided to ENR's customers consists of the same 17 statements of SRP contained in the second part of employees' questionnaire; in order to facilitate the comparing process between the two populations' opinions regarding the SRP of the ENR. All scales items were integrated from various previous studies. For measuring all variables, a five-point Likert scale is used ranging from strongly disagree (1) to strongly agree (5).
Data Collection
Data collection was carried out by two structured questionnaires administered through personal interviews. First questionnaire was issued in Arabic to the front-line employees of the ENR to identify their opinions regarding both of customer knowledge management process and service recovery performance. Second questionnaire was also provided in Arabic to the customers of the ENR to investigate their opinions regarding the ENR's service recovery performance. The completed employees' questionnaires were 203 with responding rate of 85.7% whereas customers' completed questionnaires were 333 with responding rate of 86.7%.
Reliability Test
To make sure that items on the instrument are measuring the same thing. Internalconsistency reliability was measured using Cronbach's alpha coefficient. The internalconsistency of all items of the employees' questionnaire scale is verified with alpha coefficient of 0.969. In addition, constructs Cronbach's alpha is ranging from a minimum value of 0.813 and a maximum value of 0.938 which indicates high internal consistency. In addition, the internal-consistency of all items of the customers' questionnaire scale is verified with alpha coefficient of 0.883. In addition, Constructs Cronbach's alpha is ranging from a minimum value of 0.738 and a maximum value of 0.860 which indicates high internal consistency.
Factor Analysis (FA)
FA allows testing hypothesis that a relationship between the observed variables and their underlying latent constructs exists (Shaqrah, 2008) . FA was conducted on the conceptual research model (figure 2); according to which there are 39 items (i.e. observed variables) supposed to be saturated on 9 factors (i.e. latent variables). Table (1) summarises FA results: it shows scale items and their corresponding factor loading, the highlighted items are items with factor loading less than 0.40, and they were removed from the scale before conducting any further analysis. In addition, both explanation items and prompt handling items are loaded on the same factor (factor 3) and thus they were integrated into one construct. 
Modified Research Model
FA results indicated the necessity of deleting 7 problematic items (number 3, 4, 8, 9, 12, 25, and 27) which have factor loading less than 0.40. Therefore, the modified scale would include 32 items. Moreover, both of providing an explanation items and prompt handling items has been integrated into a new construct called timely feedback as shown in figure (3) .
The modified 32-item scale was subjected to reliability and validity tests. Results confirm internal-consistency reliability of the scale items. FA results support the modified model as all 32 items have factor loading greater than 0.40 and each of them is saturated on its proposed construct. 
Results and Discussion
Simple linear regression would be used to verify whether the process of CKM has a positive impact on SRP. The results of simple linear regression, displayed in Table 2 , indicate that CKM process is positively and significantly affects SRP. Table ( 2) illustrates that: Standardized regression coefficient (β) equal 0.632 indicating that there is a positive relationship between CKM process and SRP. Unstandardized regression coefficient (B) equal 0.626 indicating that for every one unit increase in CKM process, there is a predicted increase in SRP by about 63%; so that CKM process has an impact on SRP. The coefficient of determination (R²) value is 0.396 reflecting that, CKM process explains about 40% of the total change in SRP; whereas, the residual 60% is due to other factors not included in this research. F value is 133.480 with significance equal 0.000 (which is less than 0.05); meaning that, CKM process significantly affects SRP. Therefore, CKM process has a positive and significant impact on SRP; indicating that, when the ENR succeed in managing its customer knowledge effectively, its performance in implementing a successful service recovery strategy would improve. This result confirms the study of Boateng and Agyemang (2015) which concluded that CK sharing and application have a positive influence to service recovery performance. The current research tries to identify whether each stage of CKM process (i.e. CK capture, CK sharing, CK acquisition, and CK application) have a significant impact on SRP, using the stepwise regression analysis. Table 3 summarises the results of the stepwise regression analysis. Table 3 illustrates that: The coefficient of determination (R²) for the whole model equals 0.459, reflecting that the combination CK application, CK capture, and CK acquisition explains about 46% of the total change in SRP; whereas the residual 54% is due to other factors. F value is 58.219 with significance equal 0.000 (which is less than 0.05); meaning that, the combination of CK application, CK capture, and CK acquisition affects SRP significantly. There are positive relationships between the SRP and each of CK application, CK capture, and CK acquisition, where β values are 0.338, 0.244, and 0.239 respectively. CK application has the greatest impact on SRP with B value equal 0.324, followed by CK acquisition with B value equal 0.202; while CK capture has the lowest impact on SRP with B value equal 0.173. All CKM stages -except CK sharinghave significant effects on SRP; meaning that the ENR's performance on service recovery is affected by its capture, acquisition, and application of CK. While, there is no significant impact of CK sharing on the ENR's performance on service recovery; and that may result from, each employee has the sufficient customer knowledge that enables him from carrying out his tasks; so that, his performance doesn't affected by the sharing of knowledge with other organisational members. Based on the previous result, organisations need to pay more attention to CK application, CK acquisition, and CK capture respectively; in order to improve their service recovery performance.
These results would refer to, the organisation (i.e. the ENR) need to emphasize more on its customer knowledge management process while developing and applying its service recovery strategy; through focusing more on capturing, acquiring, and applying its customer knowledge regarding the service failure and their expectations about the recovery performance.
Mann-Whitney "U" Test was used to investigate whether there are differences in opinions of customers and employees regarding their evaluation to service recovery performance. The results of Mann-Whitney "U" Test, displayed in Table 4 illustrates that: Z value equals 14.007 with significance equal 0.000, meaning that there are significant differences between employees' opinions and customers' opinions regarding the ENR's service recovery performance. Employees' mean rank is approximately 383 whereas the customers' mean rank is nearly 196, indicating that employees evaluate the ENR's service recovery performance more positively than customers do. This result would be explained as the ENR's employees overestimate their performance on service recovery as a result of their fear from responsibility and accountability.
Conclusion
The results of current research demonstrated that CKM process has a positive and significant impact on SRP. The results suggest that when an organisation succeeds in managing its customer knowledge effectively, it is highly likely that its SRP would improve accordingly. This finding is consistent with the work of (Boateng and Agyemang, 2015: 124) which found that customer knowledge sharing and application significantly affect SRP. In other words, there is a need for organisations capture and share customer knowledge effectively in order to ensure customer satisfaction through service recovery (Guo and Niu, 2007).
The results also indicated that CKM process has a positive and significant effect on each dimension of SRP. Therefore, when an organisation executes the CKM process effectively that would be reflected on: a) its ability to provide its customers with the appropriate and desired apology for any service failure occurrence; b) its success in solving any problem could face its customers; c) its employees' success in dealing courteously with customers; and d) its ability to provide its customers with a reasonable and continuously updated explanation for any service failure and what is being done to solve it.
CK application stage has the greatest impact -among all other CKM process stageson SRP and all of its dimensions, i.e. making an apology, problem solving, being courteous, and timely feedback. CK sharing stage doesn't have a significant impact on SRP, making an apology, being courteous and timely feedback. Whereas; CK capture stage doesn't have a significant impact on being courteous. While, CK acquisition stage doesn't have a significant impact on problem solving dimension. Finally, one of the important results of the current research is that employees' evaluate the service recovery performance more positively than customers' evaluation. This result may indicate that employees overestimate their performance on service recovery. The empirical results indicated that organisations need to manage customer knowledge more efficiently in order to improve their service recovery performance. The results also demonstrated that employees evaluate their performance regarding the service recovery more positively than what customers do. In short, this research has demonstrated the value of managing customer knowledge effectively in order to achieve a better performance on service recovery.
The results of this study provide important managerial implications, particularly for passengers transport operators that seek to improve their customer services. First, transport operators such as ENR could manage its customer knowledge effectively in order to identify customers' needs and expectations toward ENR regarding any possible service failure. This could be done by collecting customers' evaluations and feedbacks regarding current service, what they expect the ENR do in response to any possible service failure, and their suggestions to improve the ENR's services. ENR could also collect data about customers' purchasing activities, i.e. how customers identify services, how they evaluate them, and how they choose the desired service, their financial capabilities, and their information needs.
Second, ENR could inform customers regarding changes in service delivery in a timely manner. This may include: a) changes in the trains' timetables and the reasons for this change, b) changes in the service providing procedures, c) new services or any improvements of the current services, d) the reasons for any service failure occurrence, and potentially e) formal apology or statement maintaining ENR's responsibility and regret when it fails in providing any service.
Third, ENR could disseminate and share customer knowledge among its employees and this can be done by: enabling employees from having access to customer information; encouraging employees to share their knowledge or observation about the customers; and promoting open discussions between employees regarding customers' needs, preferences, feedbacks, suggestions, or problems.
And last but not least, ENR could make use of customers' suggestions and expectations in order to improve current services, which include providing additional services, mitigating potential operational risks, avoiding service failure and/or recovering from service failure, as well as establishing service recovery strategy.
The current research sought to measure the impact of CKM process on SRP all from employees' perspective, and to compare the evaluation of the ENR's employees and customers regarding the SRP. However, the results indicated that there is a significant difference between perception of employees and customers regarding service recovery performance, suggesting a mismatch between customer expectation and employee performance. Future research could examine the customers' perspective in-depth to gather more integrated results.
It would be beneficial to study the impact of managing customer knowledge on customers' satisfaction with service recovery. The customer perspective of service recovery would offer an insight of perceived customer satisfaction especially in terms of
